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WEAK POINTS OF THE PRIVATE MARKETING AGENCY
1.   The field of marketing is subdivided far too much by entrance into business of needless numbers of new middlemen reducing the volume of products per undertaking and increasing costs and margins.
2.   Payment of flat buying price to farmers places premium on low instead of high quality products.
3.   Necessity of playing safe in the purchase of seasonal surplus supply for later use results in failure to stabilize prices as far as this could be done.
4.   Motive for private profit causes intense suspicion on the part of both farmers and consumers.
WEAK POINTS OF THE COOPERATIVE MARKETING AGENCY
1.   Frequency of failure to employ capable managers and otherwise to insure efficient management.
2.   Control by less informed majority seriously limits scope and efficiency of operations.
WEAK POINTS OF THE GOVERNMENTAL MARKETING AGENCY
1.   Business essentials displaced by political domination.
2.   Disinclination or failure to offer adequate premiums to stimulate individual initiative and application.
3.   Tendency to inefficiency and rising costs prohibits reduction of margin.
4.   Certainty of political reversal when the unreasonable and high expectations of the public are not realized.   The problem of changing majorities accompanied by reversal of business policy.
In contrast with these weak points the outstanding elements of strength for each agency are summarized in the folio wing manner:
STRONG POINTS OF THE PRIVATE MARKETING AGENCY
1.   Places premium effectively upon individual initiative and application.
2.   Generally secures and stimulates capable managers.
3.   Discovers and utilizes practical methods of cost reduction for sake of increasing profit from a given margin.
STRONG POINTS OF THE COOPERATIVE MARKETING AGENCY
1.   Has the possibility, if efficient, of reducing the width of competitive
margins.
2.   Places premium on high quality, thereby stimulating greater output of what consumer wants..